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摘  要 
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As the development of the telecommunications industry and the telecommunications 
industry policies constantly adjust and liberalization，the traditional telecom facing huge 
challenge. The old operation mode mainly concentrated on voice/text or some other 
communication channel. Now, competition among telecommunications industry gradually 
shift to the full operation. The key operation is not only confined to the communication 
channel, but also began to transfer content and applications. Under the full operation situation，
the importance of the development of the Group's business customer market has become 
increasingly prominent. So the bland management of Group customer has a more significant 
impact for the future market competition. 
In this paper, use Xiamen mobile group market brand management for the study.At first , 
combine Xiamen mobile brand architecture, identify the Xiamen mobile Group markets  
brand's core assets, and build the Xiamen mobile group market brand equity house; secondly, 
use the SWOT analysis methods analysis Xiamen mobile Group market situation under the 
full-operation situation, sorting out the requirements of Xiamen mobile Group market brand 
management. Thereafter, using brand equity house as a tool to further the Xiamen mobile 
Group customer market segments, research how to enhance the Xiamen mobile Group market 
strategic brand equity and brand executive assets under the full operation situation, thereby 
achieve the brand value added. 
Thus, under the full operation situation, we first need not only use customer value and 
attributes to segment Group market, but also use industry demand as segmentation approach. 
And it demands its product development, organizational structure and channel construction, 
etc. all based on this segmentation. Secondly, in terms of strategic asset to enhance the brand, 
Xiamen mobile should greatly improve fixed-line short board, strengthen the ability to 
industry solutions more professional and integrated, transfer traditional service to professional 
information technology support and consultants，improve the professional of existing channels 
and open physical channels and electronic channels to meet communications needs of small 
businesses. Finally, under the full operation situation, the main task of the Group market 
Executive Brand Equity is use integrated marketing communications for "And business" 
brand, fixed-line business and ICT projects branding. 
This paper has six chapters. Among them, the first chapter is the introduction, mainly 















second chapter reviews the related theories, including the concept of full-service, custom 
branding and brand management, brand equity house tools and organizational market-related 
theory. The third chapter introduces the basic situation of Xiamen Mobile Group customer 
market brands, including history, current architecture, the core asset identification. The fourth 
chapter use SWOT tools analysis the Group of Xiamen mobile market brand, clarify its brand 
management requirements. The fifth chapter use house brand equity as a tool to research how 
to enhance the Xiamen Mobile Group market brand management under the full operation 
situation. The sixth chapter is the conclusion. 
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